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Abstract: The objectives of this research are: (1) to create an e-commerce application in promoting Banten local specialties by using
Android-based smartphone; (2) to determine the eligibility and quality of the developed e-commerce application; and (3) to describe
the profile of Banten typical food from small business by using e-commerce in Banten, Indonesia. It is a developmental research. The
result of developed product was validated by media experts, small business, and potential customers. In addition, the developed
application was completed through a limited testing. The data were obtained by using questionnaire and interview. The eligibility and
the quality of the developed product were analyzed descriptively. The results show that: (1) The developed e-commerce product is an
Android application that can be used to promote Banten local food; (2) This application is suitable to be used as a medium of
information and has excellent quality; (3) Small business of Banten typical food has a great potential to be developed by using e-

commerce.
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1. INTRODUCTION

The development of information and communication
technology has increased significantly in developing
countries, including Indonesia. Information and
communication technology, especially the internet, has
already been used in banking, education, economics, and
government for years. Lim [1] stated that the internet entered
Indonesia around the 1990s and had major impact especially
on the economy. In 2015, some national newspapers stated
that there were about 128 million of Indonesians connected to
the internet. The internet users in urban areas are more
numerous than in rural communities. Today, the internet is an
integral part of the activities of most Indonesians.

The development of technology has enormous impacts on
people's living behaviors. Communities are easily able to
obtain informations either locally or internationally, and
people can communicate freely through the internet. The more
open the information and communication, the more the
impacts on culture and social economy [2]. However, one of
the negative impacts worried about is the less influence of
ancestral cultures of the people such as the local specialties
that is sometimes ignored due to the large varieties of food
imported from other parts of region in Indonesia, or even from
other countries that enter Indonesian market. Besides having
the cultural values, typical local foods also have economic
values. It is because many Banten’s people are still producing
and selling the products to the market until now. Thus, it
becomes one of the potentials of the community economic
empowerments. The results of the culture as well as the ability
of the community are mutually beneficial if the information
media is fast and accurate, and can be utilized for
disseminating the information. It is expected that information
media encourages the economic transactions that is
empowering people started from the producers, distributors,
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traders, including other supporting elements. Therefore, there
should be an information system which is then able to
promote the works of Banten’s people and can be accessed by
large communities, especially those from the big cities as well
as local communities. Eventually, the process of economic
empowerment of Banten community is accomplished.

Furthermore, an information system is expected to encourage
the development of micro, small and medium businesses in
accordance with the cultural results of society, one of which is
a typical food product of Banten. Banten community has the
potential of food that is favorable for the people from the big
cities as well as the foreigners who came to Banten as tourists.
Some favorite foods produced by Banten community are: sate
bandeng, as a typical of Serang, kue balok from Menes
Pandeglang, durian soup from Serang City, green shells from
Tangerang, fresh fish and emping from Labuan Pendeglang,
palm sugar from Lebak, etc. Unfortunately, the information
about those kinds of food products has not been widely
exposed. One of which because of the lack of information
resources available for and can be accessed by the expected
consumers.

Accordingly, in the case of the accessibility of the internet and
concerning to the problems stated above, there should be any
information system which is able to introduce and promote
these Banten's food products. Using an accessible information
system, consumers have a chance to search on the information
about the food products including the specifications such as;
nutritional contents, community preferences, even the location
of where the products are produced, distributed or marketed.
In addition, consumers from both inside and outside Banten
can quickly access the information. The information system is
based on the Information and Communication Technology
(ICT), so that the information is easier to be managed and
accessed both by producers and consumers. One form of ICT
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applications is e-commerce. E-commerce is a very promising
medium for marketing products to audiences [3]. Based on the
data obtained from the Ministry of Communications and
Information of the Republic of Indonesia, e-commerce in
Indonesia has increased sharply in recent years. Thus, the e-
commerce which is able to expose Banten local food products
is potentially grown, because Banten is one of the tourist
destination which is close to the capital city of Indonesia and
easy to access.

Based on the data obtained from the Ministry of
Communications and Information of the Republic of
Indonesia, the number of internet users in Indonesia were
about 88.1 million by the end of 2014. About 85% of these
potential users access the internet via cellular phone [4]. The
survey conducted by the Association of Internet Service
Providers of Indonesia/ Asosiasi Penyelenggara Jasa Internet
Indonesia (APJII) shows that the number of internet users in
Indonesia were 132.7 million or equal to 51.7% of the
Indonesian population in 2016 [5]. This has increased
approximately 34.9% of the total amount in 2014. Thus, it can
be assumed that the potential use of e-commerce in Indonesia
is very promising.

The crisis that occurred in Indonesia since the mid of 1997
has yet to show sign of ending. Given the facts, that SMEs in
Indonesian have ability to survive Indonesian economic crisis
[6]. One of the economic empowerment is the struggle on
increasing the volume of trades, and economic transactions
between producers, sellers and consumers.

In bridging the needs between producers, sellers, and
consumers, the information system that can provide easy
access for parties related to local products (local), is required
to be developed. The development of the system is carried out
through a research development for the sake of optimum
results. Accordingly, this research aims to: 1) develop e-
commerce android-based application to promote the Banten
typical foods, 2) determine the accuracy and quality of the e-
commerce application developed, and 3) describe the typical
foods profile of small and medium businesses in Banten
community by using e-commerce. By knowing the profile, it
is expected that the government or e-commerce provider is
capable to prepare the right steps so that the e-commerce can
be optimaly used in community empowerment.

2. LITERATURE REVIEW

Research on e-commerce has been conducted by many
researchers. E-commerce has an impact on three major
stakeholders, namely society, organizations and customers.
There are a number of advantages, which include cost
savings, increased efficiency, customization and global
marketplaces [7]. Although e-commerce has many
advantages, the implementation of e-commerce, especially in
developing countries are still experiencing difficulties.
Developing countries face many obstacles that affect the
successful implementation of e-commerce compared to
developed countries. When the internet cost cheaper then the
e-commerce will flourish easily and will make many of
traditional business to run out of their business [8]. The
implementation of e-commerce in Tanzania shows that
Tanzanian SMEs enact three major ecommerce structural
practices [8]: (1) Marketing and image-building by the use of
websites; (2) Transactions through extensive use of mobile
technology; (3) Technical problem-solving through
establishing partnerships [9]. In addition, some factors were
surveyed in Pretoria East to determine the current adoption
status and assess whether SMEs understand the concept and

www.ijcat.com

perceived benefits/ advantages of adopting e-commerce. The
factors include: relative advantage, competitive pressure, 1T
knowledge, security and government support [10].

Other research reveals that the development of ICT is
interrelated with community resources. The basis of ICT
development is composed of ICT infrastructure, ICT
hardware, software & information system, and people [11].
Therefore, An educational program is needed to make the
public aware about the benefits of e-commerce. According to
[12], facilitating factors include access to educational
programs and awareness of e-commerce, government support
and assistance for ecommerce, trustworthy and secure online
payment options provision of sample e-commerce software to
trial.

Before implementing a public educational program related to
the benefits of using e-commerce, the attitude and behavior of
the e-commerce user community should be known in advance.
It is based on the assumptions that the advantages of using e-
commerce must be supported with the knowledge, interest and
skills of the user communities, either the sellers or buyers. It
aims to use e-commerce to benefit both parties optimally.

Research suggests that the behavior of e-commerce users is
one of the successful implementation of e-commerce. Article
of [13] state that e-commerce needs the habits of its users in
using electronic mail (email). In addition, [14] state that
internet-based entrepreneurial activities, in the case of
grassroots developments, enacts online social networking
mechanisms of peer-to-peer and vendor customer interactions,
and heavily depends on a corporate service provider, as well
as the historically developed community infrastructure for
commerce.

In addition, the systems built in e-commerce must be tailored
to the knowledge and skills of the user community. According
to [15], the evaluation of the user interface with the target
users was conducted, and the technology acceptance model
was used to measure users’ perception of the shop-owner user
interface. The statistics analysis of the data shows that users
perceive the application and interface as useful, easy to use
and intend to use the systems. It is supported by [16] which
states that if technology is to be adopted successfully by its
intended users, it is critical that an approach to software
development should be used that enhances users’ perceptions
of its trustworthiness. Thus, knowing the behavior of e-
commerce users is necessary in preparing the development of
e-commerce applications, especially in developing countries.

3. METHOD

3.1 Type of Research

This type of the research is known as R&D (Research &
Development). It was chosen because the objective was to
develop an e-commerce application to promote Banten typical
foods by using the Android smartphone as a basis. The
application product developed in the research took the form of
a piece of software with an Android-based operating system
that could be operated in an Android-based smartphone with
the (apk) extension, the initiation of an Android application
program.

3.2 Model of Development

The developing model used was the result of adaptation of
and collaboration with the research and development model of
Borg and Gall [17], and the multimedia development model of
Lee and Owens [18]. The adaptation was done to acquire a
development model that fits into the characteristics of the e-
commerce application research and development.
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The procedure of development in this research consists of
several stages adapted with the model of development. The
stages include activities of analysis, design and development,
validation, and product evaluation. Need analysis was
completed through the observations and interviews with
actors of small enterprises and candidate of consumers. The
objective of the needs analysis was to obtain data that would
be useful for developing the e-commerce application in
accordance with the information media about Banten typical
food and their needed of that. After conducting the needs
analysis, the stage of design and development was conducted.
The result was then evaluated in terms of its appropriateness
and quality through the stage of product validation. The
validation was done by media experts. Evaluation was also
done by the researchers’ colleagues, actors of small
enterprises, and candidates of consumers. The result of the
validation was analyzed to get information of the quality and
to come up with suggestions for product improvement.
Besides validation by experts, researcher’s colleagues, actors
of small enterprises, and candidates of consumers, product
evaluation was also completed. The evaluation was carried
out through the individual (or one-to-one) and restricted
testings. The respondents of the individual testing were five
actors of small enterprises. It was done to obtain their
preliminary response to the original product resulted from the
development phases. The restricted testing was conducted
with about 89 actors of Banten typical foods’ small
enterprises. The testing result was then analyzed. After further
possible improvements, the product can be used in the field of
testing. The restricted testing was also carried out with 90
candidates of consumers. It was done to obtain their
preliminary responses towards the original product resulted
from the development process

3.3 Data Collection Instruments

The research data were collected by using questionnaires and
interviews. The questionnaires were used in the evaluation by
colleagues. It was used to get data related to acceptance of an
e-commerce application of Banten typical food. This study
was conducted through a survey on 89 small and medium
local foods which are typical in Banten. Respondents were
interviewed based on a questionnaire prepared with
consideration of their knowledge of e-commerce, the
availability of technological tools used in e-commerce, and
their interest in e-commerce. Knowledge of e-commerce
consists of their knowledge of internet and online shopping.
The availability of e-commerce support tools consists of the
availability of computers, smartphones, and accounts. Then,
their interest in using e-commerce includes their willingness
to participate in a training as well as to use the e-commerce.

The media assessment instrument in this research is
questionnaires. Questionnaires were provided to the
respondents in order to find out the validity of e-commerce
apps based on the judgments from the media experts. The
design of media assessment questionnaires was developed
based on the theory of assessment criteria of multimedia
learning according to some experts discussed in the theories.
Questionnaire validation was developed in the form of a grid
that contains of aspects and indicators of data characteristics
required in this study.

Questionnaire of e-commerce apps application is validated by
media experts that includes three aspects of visual display,
layout, and software engineering. Assessment was developed
using a likert scale of 1-4 Likert scale that has been modified
by omitting the middle value of a scale of 1-5 in order to
avoid ambiguity during the analysis.
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The e-commerce application response instrument by users that
includes experts, researcher’s colleagues, actors of small
enterprises, and candidates of consumers is developed to find
out responses from app users after attempting to use the app in
learning activities. Aspects of user responses developed
consist of aspects of visual display, usefulness, and interest.
The results of the analysis of this user response were used as a
reference for improvement before e-commerce application is
tested in the field.

4. RESULT AND DISCUSSION

4.1 Information About Small Enterprise in

Banten, Indonesia

The first step in developing this e-commerce application is to
perform need analysis about the features required in the
application. Need analysis was conducted through focus group
discussions (FGD) of the researchers. Based on FGD results,
it is necessary to examine data on: producer demography,
producer promotion media in marketing its products, initial
knowledge of business actors toward e-commerce, knowledge
of availability of e-commerce support tools, use and interest
of business actors toward e-commerce; information
distribution, and types of Banten typical foods.

Table 1. Demographics of Respondents

No Demographics Frequency
(Percentage)
1. Gender
Male 51 (57 %)
Female 38 (43 %)
2. Age
Unknown 3(3%)
15-25 years old 9 (10 %)
26-40 years old 25 (29 %)
More than 40 years old 52 (58 %)
3. Duration of business
Unknown 2 (2%)
Less than 5 years 28 (31 %)
5-10 years 30 (34 %)
More than 10 years 29 (33 %)
4. Business turnover per month
(IDR) 12 (12%)
Unknow 34 (38 %)
Less than 10 million 35 (40 %)
10 - 100 million 8 (10 %)
More than 100 million

Based on the results of interviews with producers,
respondents' demographics were obtained in the form of sex,
age, business duration, and omset, as can be seen in Table 1.
The table gives an illustration that most of the food business
operators in Banten area are male (57%). In terms of age, the
oldest is about 40 years old and over (58%), between 25-40
years old (29%) and the rest under the age of 25 years old.
The length of business is in the range of 5-10 years, or even
more. Most of their business turnover is about 10-100 million
per month. Based on this information, it can be considered
that the category of Banten typical foods business is small
business [19].

Based on Table 2, small businesses in Banten province are
still marketing their products traditionally, that is word of
mouth (79%). Only a small percentage of the products are
sold through the internet (9%). It means that the potential of
marketing by using internet media has not been seriously
done. However, the use of internet for marketing is very
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potential and profitable. This is stated by [20] that the
advantages of using the internet to market products are in the
aspect of efficiency. Marketing through the internet will save
a lot of time and money. It is because internet can be accessed
widely and unlimitedly by space and time, anytime, and
wherever people can easily access the products using the
media. Thus, small business actors need to increase their
interest and ability in using the internet, so that the potential to
market their products can be well achieved.

Table 2. How SME’s Actors Promote Their Products

No Way of Marketing Number of SME
(Percentage)

1. Word of mouth 78 (79 %)

2. Ads on the radio 1 (1 %)

3. Cooperation of travel 2 (3%)
agency

4. Internet 4 (9 %)

5. Banner 1 (1 %)

6. Work with multiple 2 (2 %)
stores

7. Others 1 (4 %)

Table 3. Knowledge and Use Practices of E-commerce Business Actor

. . . . Online Shopping via
No Description Internet Literation Online Shopping Smartohone
Yes No Yes No Yes No
1. Gender
Male 35 (40 %) 2 (2%) 29 (33 %) 8 (9 %) 29 (33 %) 8 (9 %)
Female 47 (53 %) 4 (5 %) 41 (47 %) 10 (11%) | 38 (43 %) 13 (15 %)
2. Age
15-25 years old 9 (11 %) - (0 %) 8 (9 %) 1(1 %) 8 (9 %) 1(1%)
26-40 years old 23 (27 %) 2 (2 %) 21 (25 %) 4 (5 %) 21 (25 %) 4 (5 %)
More than 40 47 (55 %) 4 (5 %) 38 (45 %) 13 (15%) | 35 (41 %) 16 (19 %)
years old
3. Duration of business
Less than 5 years 26 (30 %) 2 (3%) 22 (26 %) 6 (6 %) 22 (26 %) 6 (6 %)
5-10 years 27 (31 %) 3 (4 %) 23 (27 %) 7 (8 %) 22 (26 %) 8 (10 %)
More than 10 years 27 (31 %) 1(1%) 23 (27 %) 5 (6 %) 21 (24 %) 7 (8 %)
4, Business turnover per
month (IDR)
Less than 10
million 31 (41 %) 3 (4 %) 24 (32 %) 10 (13%) | 22 (29 %) 12 (16 %)
10 — 100 million 31 (41 %) 3 (4 %) 28 (37 %) 6 (8 %) 27 (36 %) 709 %)
More than 100 8 (10 %) - (0 %) 8 (10 %) - (0 %) 8 (10 %) - (0 %)
million
From the aspect of internet knowledge, Table 3 shows that Table 4. Test of freedom between the knowledge of e-
Banten business people have sufficient knowledge to do e- commerce of business actors with demographic
commerce. Even from the aspect of online shopping characteristics.
experience, about 92.15% of 40 years old above respondents -
are internet literate which means that they have the same Variables 12 x2
proportion with 26-40 years old respondents. In terms of score | table
online shopping experience, the proportion of respondents Knowledge of e- Gender 0.093 | 3.841
who have online shopping experience is 78.8%, that consists commerce
of 74.5% of 40 years old above respondents, 84% are between Knowledge of e- Age 4.527 | 5.991
26-40 years old respondents, and 100% are between 15 -25 commerce i
commerce business
Furthermore, the percentage of respondents who have done Knowledge of e- Business turnover | 8.573* | 5.991
online shopping via smartphone is 75%, with the proportion commerce per month

of 68.6% are 40 years old respondents, 84% are between 15-
25 years old respondents, and 88.9% are age between 15-25
years old. Based on these data, the potential use of the internet
as a media for marketing is very large. Respondents are able
to switch directly their way of selling products to the online
mode. Thus, it is proved that small business actors have
actually been ready to adopt the way of selling their products
online. This is a big asset for the successful implementation of
online sales [21].
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Independent test by using khi-square statistic was applied in
order to find out the relationship between respondents’
knowledge and demographic characteristics. The result of the
test is shown in Table 4. Based on Table 4 it is known that
knowledge of e-commerce is significantly different from
business turnover variable. Knowledge of e-commerce is
more widely obtained by small bussiness with an asset under
100 million per month. This indicates that small businesses in
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Banten Province have the potential to be empowered through
e-commerce. The producers’ current knowledge shows that
they need to be educated and assisted in e-commerce issues so

that they can grow their businesses into the medium or large

trading competition.

Table 5. The Avaibility of Technology Tools of SMEs Actors Toward E-Commerce

No Description Smartphone Personal Computer Bank Account
Yes No Yes No Yes No
1. Gender
Male 35 (40 %) 2 (2%) 20 (23 %) 17 (19 %) 23 (27 %) 13 (15 %)
Female 44 (50 %) 7 (8 %) 14 (16 %) 36 (41 %) 29 (34 %) 20 (24 %)
2. Age
15-25 years old 9 (11 %) - (0 %) 5 (6 %) 4 (5 %) 6 (7 %) 3 (4 %)
26-40 years old 22 (26 %) 3(3%) 8 (10 %) 17 (20 %) 15 (18 %) 10 (12 %)
More than 40 45 (53 %) 6 (7 %) 19 (22 %) 31 (37 %) 28 (35 %) 20 (24 %)
years old
3. Duration of business
Less than 5 years 26 (30 %) 2 (3%) 13 (15 %) 15 (17 %) 16 (19 %) 12 (15 %)
5-10 years 25 (29 %) 5 (6 %) 9 (11 %) 21 (25 %) 18 (22 %) 10 (12 %)
More than 10 years 27 (31 %) 1(1%) 11 (13 %) 16 (19 %) 17 (20 %) 10 (12 %)
4. Business turnover per
month (IDR)
Less than 10 27 (36 %) 7 (9 %) 10 (13 %) 24 (32 %) 18 (25 %) 15 (21 %)
million
10 — 100 million 33 (43 %) 1(1%) 14 (19 %) 16 (21 %) 21 (29 %) 11 (14 %)
More than 100 8 (11 %) - (0 %) 6 (8 %) 5 (7 %) 7 (10 %) 1(1%)
Million

Based on Table 5, it is found that Banten business people have
the availability of tools to conduct e-commerce, especially by
using mobile phones. From 90% of respondents that own
mobile phones, it was found that 82% of respondents used
their phones for texting, 82% for making phone calls, 38% for
browsing activities, and 4% for other activities. The 39%
respondents that own desktop computer, it is noted that 82%
of them used the computer for typing/ office works, 9% for
browsing activities, and 9% for other activities. In addition,
information obtained from 61% of respondents that have bank
accounts, 24% of them took the facilities of internet banking.
Thus, referring to the device ownership, small business actors
in Banten are ready to adopt Android-based applications that
installed on their smartphones.

Table 6. Test of independency between variables of e-
commerce tools of business actors and demographic
characteristics.

relationship between the availability of e-commerce tools and
demographic properties.

Table 7. Interest of SMEs to e-commerce

Variables %2 %2
score table

Avaibility of Gender 4561* | 3.841

technology tools

Avaibility of Age 1.780 5.991

technology tools

Avaibility of Duration of 1.327 5.991

technology tools business

Avaibility of Business turnover | 10.719* | 5.991

technology tools per month

Based on Table 6 it is found that e-commerce tools
significantly different on gender variables and business
turnover. E-commerce tools are mostly obtained by male
business actors with a minimum turnover under 100 million
per month. It indicates that small businesses in Banten
Province have the potential to be empowered through e-
commerce. Provided with adequate tools education about e-
commerce and mentoring on how to develop their business
into a medium or a large business, are required. Folllowed is
an independent test in finding out whether there is a
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Want to Joint Online
No Description Business
Yes No
1. Gender
Male 12 (21 %) | 8 (14 %)
Female 29 (51 %) | 8 (14 %)
Missing : 1
2. Age
15-25 years old 3(5%) - (%)
26-40 years old 12 (21 %) 4 (7 %)
More than 40 | 25 (45 %) 12 (21 %)
years old
Missing : 4
3. Duration of business
Less than 5 years | 11 (20 %) 4 (7 %)
5-10 years 16 (29 %) 6 (11 %)
More than 10 | 13 (23 %) 6 (11 %)
years
Missing : 3
4. Business turnover per
month (IDR) 21 (43%) | 5(10 %)
Less than 10 million 15 (35 %) 6 (12 %)
10— 100 million | 1 (2 %) 2 (4 %)
More than 100
million
Missing : 13

Based on Table 7 it is found that Banten business actors are
interested to implement e-commerce for their businesses,
especially SMEs with small turnover. Of the 80% respondents
who have willingness to sell their products online, it is traced
that 71.43% of them are ready to be trained in using e-
commerce. As for the respondent experience on e-commerce
it is stated that 13.80% respondents think that e-commerce is
difficult, and the rest stated that e-commerce is easy to be
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implemented. Their motivation to implement e-commerce is
increased because of the conveniency experienced by most
business actors [22]. As mentioned by Deci motivation is an
essential capital for achieving success [23].

Below is an independent test for figuring out the relationship
between the availability of e-commerce tools with
demographic properties.

Table 8. Reason Why SME’s Actor Want to Use e-

foundation for implementing business processes". Thus, food-
related information technology greatly contributes to the role
of government in the development of national food security.

Table 10. Freedom Test between the Interest Variable of
E-Commerce Business Actors with Demographic
Characteristics

Variables %2 score %2 table

Interest Gender 0.730 3.841

Interest Age 4.032 5.991

Interest Duration of business 0.935 5.991

Interest Business turnover per | 3.849 5.991
month

commerce
No Reason Frequency (Percentage)
1. It is increasingly 21 (24 %)
recognized by the
wider community
2. In order for people 1(1%)
who know themselves
3. Increase  sales and 13 (15 %)
visitors
4. Marketing  will  be 3 (4 %)
faster and easier
5. Facilitate promotion 27 (30 %)

Based on Table 8, online sales promotion activities have the
potential for further development. Through promotion, it is
expected that correct and adequate informations related to the
Banten typical foods, both the forms and the way to get the
products, are provided. The developed information system is
expected to meet these expectations.

Similarly, the reluctance of SMEs in Banten to do online sales
generally assumes that online sales will not affect the turnover
achieved. Therefore, the need for efforts to disseminate
information systems potential food of Banten food so as to be
able to convince that with the information system will provide
great benefits in the advancement of marketing of this typical
Banten food.

Table 9. The Reason Why the SME’s Actors Do Not Want
to Use e-commerce

No Reason Frequency (Percentage)

1. Already believe in 1(1%)
selling itself

2. So that buyer comes 1(1%)
directly

3. Items sold are not 4 (5 %)
durable

4. Enough with 1(1%)
conventional
promotions

5. Too many orders 1(1%)

The information system to promote Banten food products is in
line with the opinion of [24] that the information system
serves as the provision of food information in the region. In
addition, the development of information technology on the
types of food found in the area can foster the activities of e-
commerce transactions that can generate community's
economy. This is in line with the opinion on the Workshop on
Mobile technologies for food security, agriculture and rural
development. Role of the public sector that "Information
technology supports this interconnectivity by providing the
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Based on Table 10 it is found that there is no significant
different in interest and demographic variables. However,
there is a tendency that over 40 years of age and less than 100
million SMEs have a high interest in implementing e-
commerce. This indicates that SMEs in Banten Province have
a willingness to develop by utilizing e-commerce. Therefore,
there needs education about e-commerce as well as assistance
in running this e-commerce.

4.2 Types and Design of E-commerce

Application

Application developed in this study is based on Android
operating system which is called "Kuliner Banten" and has
already been available to be downloaded in Playstore using
this keyword. This operating system is selected because it is a
fast-growing app and more than 30% of smartphones
currently use it [25]. Furthermore, [25] states that based on
market share and the number of applications available,
Android is a successful application base until now.

E-commerce application that has been developed serves as an
information media for promoting the typical foods of Banten.
This application is very useful for Banten typical foods
manufacturers in marketing their products and facilitating
consumers to obtain information about the products they are
looking for. On the first page of the menu (Figure 1),
consumers can choose the name of the city in which the
various types of food available. The selected food profile
displays information about the foods including the location
(Figure 2). In addition, the application is integrated with
google map and some online transport applications. Thus,
consumers can easily reach the typical food sales area.

There are several stages of the application development.
Those are: the study of analysis, design and development,
validation and evaluation of the product. These steps are in
accordance with that conducted by [26] namely, needs
analysis, system analysis, system design, implementation and
testing. The application that have been developed are shown
in Figures 1 and 2.

60



http://www.ijcat.com/

International Journal of Computer Applications Technology and Research
Volume 10-Issue 03, 55-63, 2021, ISSN:-2319-8656

FET 5581218 DOOEO Lt R

(—@m-s!m

9 JLKIUuNoS

Pondok Tiara
Sumupeang, ks Sen

o
Kota Serang, ernedia baryol piho

Rumah Makan
Jlan Jod man W 14, i, Sumurps, Krc 81 Kot S, Ronten N\
i

Figure 2.List of small enterprises of Banten typical food and
their location

4.3 Appropriateness and Quality of the
Banten Kuliner Application

The levels of appropriateness and quality of the product
resulting from the development as media were measured. The
validation of application appearance and programming was
completed by media experts. The validation by media experts
covered the following aspects: audio-visual matters, layout
and navigations, and software engineering. The validation was
conducted by using a questionnaire with a 1-4 Likert scale.
The results of validation can be seen in Table 11.

Table 11. Media validation results

Results of validation given by media experts indicated that all
of the evaluated aspects are valid. Based on these results it is
expected that the number of producers who are interested to
register their food products are increased. The entire aspects
of the validated application are considered as very appropriate
with the total score of 84, that is 95.45% of the maximum
score. Based on the results of these tests, it can be concluded
that the developed application can be used in accordance with
the purpose of manufacture.

4.4 User Responses in Restricted Testing

Table 12 shows a limited test of ten users. There are four
aspects that are assessed related to the developed application,
i.e. the visual appearance, usability, and user interest toward
the application. Based on the test, the usefulness aspect has a
maximum score (20), which means that all users stated that
this app provides a huge benefit to them. Based on the aspect
of display the score obtained was 37, that the maximum value
is 92.5%. While from the aspect of interest, the score obtained
was 84, which is 95.45% of its maximum value. All the scores
obtained are very well categorized. In conclusion, this
application has a great prospect to be successfully marketed to
the public.

Table 12. Evaluation by Users

No | Aspect Score Max Category
Score
1. Visual 37 40 Very Good
display
2. Usefull 20 20 Very Good
3. Interest 27 28 Very Good
4. Total 84 88 Very Good

No | Aspect Score Max Category
Score
1. Audio- Visual 37 40 Very
Matter Appropriate
2. Layout and 20 20 Very
Navigation Appropriate
3. RPL 27 28 Very
Appropriate
4. Total 84 88 Very
Appropriate
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4.5 Potential of Small
Development in Banten

Business

Related to small businesses, the Indonesian government has
great expectation for this type of business. This is because
small businesses have the potential to create jobs, generate
currency values through export activities, and their potential
to grow into larger companies [27].

However, there are some problems associated with small
businesses. Some of them are access to formal finances [28],
business competition [29], and access for marketing the
products. difficulties in accessing finances have been
anticipated by the Indonesian government through the
People's Business Credit Program/ Kredit Usaha Rakyat
(KUR). KUR provides conveniences for small businesses in
obtaining business capitals to formal financial institutions.
While the business competition and access in marketing the
product still received less attention from the government.
Therefore, the efforts to overcome the problem is by
encouraging the small businesses to be more creative in
marketing their products.

The use of internet in e-commerce is one of the right
solutions. The use of e-commerce will increase networking,
competence, sales and even exports [30]. The results of this
research showed that small business actors in Banten province
are actually ready to adopt the e-commerce. Among them are
the readiness of tools, internet network, knowledge,
experience, and motivation in the use of e-commerce.
According to [31] the factors that influence the use of e-
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commerce involves perception, tool price, compatibility,
perception of usability, and convenience. Thus, business
actors in Banten have met the requirements in the use of e-
commerce especially to market their products.

In addition to the e-commerce readiness aspect, one of the
important things is that Banten is a strategic province in
Indonesia. Its position is very close to the capital city of
Indonesia (Jakarta), is also as a cross path connecting the two
densest islands in Indonesia, namely Sumatra and Java. Thus,
geographically, Banten will be passed by the flow of
community migration in Indonesia which is an important
factor in the success of the business, especially in marketing
the products typical of Banten.

5. CONCLUSION

Based on the discussion presented above, it is generally
accepted that typical SMEs have the potential to implement e-
commerce. The potential use of e-commerce is likely to be
applied by SMEs with a turnover below 100 million per
month. In addition, the age of entrepreneurs who enthusiast in
implementing this e-commerce is about 40 and above years
old. This information indicates that business actors have
already been waiting to find alternative ways of expanding
and developing typical Banten food businesses. The results of
the study indicate that: (1) Manufacturers and consumers
welcomed a typical food-related information system in
Banten, (2) Android-based e-commerce applications can be
applied to promote Banten food; (3) This application is
suitable for use as an information medium and has excellent
quality; (4) Small business typical food in Banten has great
potential to be developed using e-commerce.
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